





| Butrans 2014 LE vs 2015 Budget Marketing Spend

$81.4M B Marketing Il Sales Force

($23.7M)

$58.4M

$1.2M 2 $1.9M 2
$17.1M

Agency Spend ($0.4) Cover My Meds +$1.4

Marketing Ed. ($0.6) Physicians Inter. +$0.4

Market Research  ($0.5) Proc;urement ($0.05)

Savings

Procurement ($0.8)

Savings ' Call Center +0.15

Other +$1.1

2014 LE Sales Force Reduction Core Activities New Initiatives 2015 Budget

Note: Other includes: Journal Advertising (+$270K), Adherence Program (+$395K), Marketing Initiatives ($700K), Conventions (-$292K), Special 57
Promotions (+$345K), and other (+$330K)
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2015 Additional Opportunities and Risks

Upside Downside

Opportunities Probability | Potential Probability | Potential
ED, (Net)

Impact of Hysingla

Sgrir;iz(ég:(: ER (resource shift,
Q $3-5M higher than (' $3-5M
rescheduled to .
anticipated
Cli R
cannibalization)
Expand Increasing rebate
promotion to O $3M pressure from O $2.5M
Long Term Care payers
: : $<1M
Direct to E‘atlent @ $<5M Approval of O (included in
marketing BEMA
forecast)
Key: (B Low «—> @ High 58
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| 2015 Budget Butrans P&L

2014 2015
Latest Budget Variance 2016 Variance
2013 Actual 2014 Budget Estimate Proposal 15 v 14 Estimate 16 v "15
MM's
Gross Sales (V $ 147.4 % 188.8 $ 1925 $§ 2428 $ 264.1
Net Sales ? 111.2 124.8 121.9 140.5 156.2
Rebates as % of Gross Sales ¥ 12.8% 18.9% 24.9% 32.5% 33.4%

COGS/Shipping & Warehousing ¥ 4.7 (7.2) (7.8) (9.8)
Royalty Expense/Amort. of Milestone Pymts. ® (6.4) (7.7) (8.0) (7.9)
Gross Profit 100.1 109.9 106.1 122.8
Marketing Expense (19.3) (17.3) (16.4) (17.1)
Sales Force Expense © (77.7) (62.3) (65.0) (41.3)
Product Spending (97.0) (79.6) (81.4) (58.4)

Product Spending as a % of Net Sales 87.2% 63.8% 66.8% 41.5%
G & A Allocation at 6% of net sales (6.2) (8.1) (8.4) (8.4)
Legal Fees ™ (2.3) (1.0) (1.0) (6.7)
R&D Market Support ® (17.8) (15.9) (13.4) (12.6)
Health Care Reform Fee © (0.7) (0.4) (0.8) 2.5)
Healthcare Reform Fee Accounting Restatement - - (2.3) -
Other Expenses (26.9) (25.4) (25.9) (30.2)
Product Contribution $ (23.8) 4.9 $ (1.2) $ 342 | 2938% |

Product Contribution % -21.5% 3.9% -1.0% 24.3%

(1) 2015 Budget includes price increase of 6% on January 6, 2015.
(2) Adjusted to move return rate true ups to prior period to show the underlying economics by year and remove "accounting” true ups.
(3) The increase in the blended rebate rate from 24.9% to 32.5% is primarily due to improved formulary coverage.

(4) COGS reflects unit standard cost, inventory adjustments and other (eg. annual stability). 2015 Budget includes $1 mm for inventory write-off for 2nd source API at
Noramco.

(5) Payment to LTS at 5.5% of net sales and $200k to Perrigo.

(6) Sales Force includes allocation of Sales Force, Sales Operations, Sales Training, and 50 rep contract sales force. Total costs are allocated to Butrans assuming 26% of
PDEs.

(7 Redacted

(8)'2015 Budget'is comprised of allocated costs of classwide REMs, RADARS, Health Policy and adverse events/product complaints processing of $4.5 miliion, FDA User fees
of $1.0 million and costs of pediatric study of $7.1 million.

(9) Represents Purdue's portion of the $2.8 billion industry fee, which is allocated to Butrans based on Purdue's estimated prescription drug sales to the government as a % of
total industry sales to government. In October 2014, the IRS published rules (re)defining that the fee should be calculated based on current year’s sales. So in 2014 the

change in accounting to catch up to accruing on current year sales is $2.3 mm. Sales to government increase in 2014 as a result of Medicare Part D and Medicaid formulary
wins.
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HYSINGLA ER
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2015 Brand Strategy and Forecast

Hysingla ER will be the first-to-market hydrocodone ER with abuse deterrent properties; the
launch strategy will capitalize on the significant opportunity represented by the broad base of
hydrocodone IR patients eligible for an ERO while addressing payer / competitive pressures

Hysingla ER forecasted to generate gross sales of $77M and net sales of $55M in 2015 ($192M
gross and $132M net in 2016)

— 2015 forecast in line with Butrans first year Rx and sales performance

— 2015 financial investment request of $82M ($37M marketing, $45M sales) to support launch
strategy

Three key strategies will drive the successful launch of Hysingla ER:

— Accelerate Uptake
— Drive Profitable Access
— Leverage Purdue Resources

Current focus is on execution led by the Hysingla ER Launch Management Office (LMO)

— Launch plans integrated across functions and aligned to key priorities / milestones
— Cross-functional Launch Readiness Teams (LRTs) formed to execute against priorities
— Hysingla ER LMO manages overall launch governance, tracks progress, and mitigates risks
— Launch program making strong progress; on track for successful launch
61
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| Hysingla ER Market Opportunity

IRO to ERO TRx IRO to ERO Conversion Rate?

202M 10.4%

Opportunity to further
72M increase conversion rate;
1% increase = 270K Rxs

130M .
103M
27M
S ) B 5

IRO Non- Hydrocodone ~ Non- Chronic/ Non- Hydrocodone HydrocodoneAverage IR Oxycodone

Hydrocodone IR Chronic/ Compliant"2 Converting |RO to ERO IRtoERO to EROs IRto ERO

IRO Compliant IRO (excl. hydc
IR)
Total M 1.3M 267K
Rx

Notes: 1) Chronic, compliant based on 90+ days on therapy and >80% compliance by fulfillment; 2) Chronic definition allows for a 15-day

fulfillment gap; 3) Of Rxs to chronic and compliant patients, 2013 full year data 62
Sources: Butrans Market by Specialty, 2013; ERO TRx, 2014
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Brand Vision and Goals

Vision: Be the leading hydrocodone ER—complementing a portfolio of pain medications
@ for all chronic pain patients

@ 2015 Objectives

e $77M Gross Sales
¢ $55M Net Sales
e 197K Rxs

“““"-- 
Strategic Pillars

Drive Profitable Leverage
Access Purdue Resources

Accelerate
Uptake

Establish
Hysingla ER as Brand of

Choice and Drive Market Align Acc.:ess Strategy and Optimize Purdue Pgln Assets
. . Targeting to Maximize to Accelerate Hysingla ER
Expansion by Increasing Profitable Growth Uptake
Hydrocodone IR to ER P
Conversion
63
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| Hysingla ER Strategic Pillars and Objectives

Accelerate ). Drive Profitable Leverage
Uptake Access Purdue Resources

a) Disproportionately invest a) Drive initial demand and a) Leverage Purdue’s existing,
resources in target favorable formulary experienced sales force to
segments to establish coverage through payer drive uptake with target
Hysingla ER as the brand segmentation, segment- HCPs
of choice for hydrocodone based contracting
IR-exposed patients strategies and segment- b) Leverage real-world data to

specific value propositions address payer and policy-

b) Drive differentiation of Q24 maker concerns
dosing and ADP through b) Leverage MSL knowledge-
medical education and base / relationships to c) Pursue favorable public
publications support brand / payer policy and regulatory status

strategies for Hysingla ER

c) Create optimal patient and
HCP experience c) Ensure access through
copay support, access
coordination and seamless
fulfillment
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b)
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Accelerate Uptake

Objective

Disproportionately invest
resources in target
segments to establish
Hysingla ER as the
brand of choice for
hydrocodone IR-exposed
patients

Description
Target two key segments:
‘Proactives’ and ‘Delayers’

Prioritize Hysingla ER promotion at
launch

Deliverable

Drive differentiation of
Q24 dosing and ADP
through medical
education and
publications

Engage ~11,000 HCPs (70% of
target HCPs) at various venues
Implement speaker programs and
advisory board meetings post
launch

Increase OADP awareness and
relevance in Rx choice

Create optimal patient
and HCP experience

Implement Patient Experience
Program

Educate HCPs around proper
titration
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Contracting Options to Achieve Exclusivity and Gain 3
Profitable Access

e Unrestricted or Step Edit through hydrocodone IR
¢ Net Price Parity to OxyContin

 Unrestricted or Step Edit through hydrocodone IR With
additional

rebates
available for

e Lower rebate relative to OxyContin

Priority Negotiating Options

K

Generic/Brand e T2 Unrestricted expedited
Protection review or
Tier 2 o Incremental rebate based on Generic vs. Brand Ratio exclusivity
Portfolio Rebate o T2 Unrestricted with Portfolio Rebate
Tier 2 e Exclusive 1-of-2, 2-year contract

IRO/ERO Protection e Med D plans only

|

E Tier 2 e T2 Unrestricted; incremental rebate based on IRO vs. ERO conversion rate
g‘ Price Match e Used in 2016 and later to defend Hysingla ER’s position in exclusive contracts
| Tier 2 e Guaranteed net price parity (+/-10%) to Teva

Note: Based on initial analysis, the Portfolio Rebate, Price Match, and IRO / ERO Conversion Rate Protection options pose the most risk to

Purdue: P The Portfolio Rebate option could be appealing to larger accounts but should be used very selectively because of the associated

risks; 2) The Price Match option is difficult to assess but poses a major risk ?lven that Purdue will have no control over / knowledge of Teva's

pricing or rebating; 3) The IRO / ERO Conversion Rate Protection option will be difficult to execute because it is difficult to measure, there is no 66
good analog and the impact of the rescheduling of hydrocodone IR is still unknown
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Leverage Purdue Resources

Objective Description Deliverable
a) Leverage existing sales force and
, prioritize Hysingla ER at launch
Leverage Purdue’s
gg;zgnfg} fex‘t)gg?i?fged Add additional contract sales force
uptake with target HCPs capacity at launch to drive uptake
b) Leverage post-marketing studies to
support payer strategy
%f;gﬁggg%i‘;gggg ddata — Real world / epidemiology data
policy-maker concerns — Risk management data
— HOPE studies
c) Leverage corporate affairs resources

Pursue favorable public
policy and regulatory
status for Hysingla ER

CONFIDENTIAL TREATMENT REQUESTED

to support policy agenda

Continue to build awareness and
public policy support for ADP in
opioids
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